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Reviewing 
data and 
writing 
actionable 
insights that 
advance 
client goals 

 

 

Quantitative 
25% 

Qualitative 
75% 

Social Media Research 

Using the tools 
available to produce 
graphics that illustrate 
the data 
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What do you know about your client and  
their overall business? 

What are the questions you’re trying to answer  
with this report? 

What is the best way to go answering the questions  
being asked? 

Who is receiving the report? 
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What do you know about your client and  
their overall business? 

Understanding the larger picture can help  
you provide context to the data. 
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Make sure the questions you’re trying to answer  
are clear to you because there’s nothing worse  
than doing hours of work to hear,  
“That’s all great but what we asked you to do was X.” 

What are the questions you’re trying to answer  
with this report? 
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What are the data sources you can use? 
How should the report be structured? 
What graphics will best tell the story? 

What is the best way to go answering the questions  
being asked? 
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Who is receiving the report? 

It’s important to get a sense of the audience that will be receiving  

the report so that the content can be framed in a way that will resonate 
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9:12 AM 
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If in 2010 there were 
137,263 registered voters 
a statistically relevant 
sample for a survey was 
1,824 people for 99% +/-3 
accuracy. 

 
 

 

Actual 
Sample, 

1,824 

Other 
Possible 

Candidates, 

135,439 

Registered Voters in 2010 
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There’s typically a series of things the client wants to look at and by 
now you should be able to rank them in terms of importance so 
where do you start: 

 

 

 

MOST IMPORTANT least important 

MOST VOLUME least volume 

OR 
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Looking at which 
channels the data is 
coming from can help 
you prioritize where to 
focus because of what 
we know about each of 
these channels 

Blogs, 
9,996 

Forums, 
9,611 

Twitter, 
3,602 

News, 
1,781 

Media Type Example 
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• Blogs: Longer content and the source of a lot of junk 
because of SEO and Affiliate campaigns 

• Forums: Easy to identify affinity groups and real 
exchanges 

• Twitter: Easy to read, always evolving and while there’s 
ads there’s also a lot of real people 

• News: We do social media research so unless a client is 
really interested a cursory review is fine 

• Others: Taken case-by-case 
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Because of these 
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We know there’s going to be junk data in our sample and 

you’re not going to get rid of all of it because of the long tail: 

 

 

 

• In a sample of 11,411 sites 

from a report data set 75% 

had one post 

 

• It would take a long time to 

go through all of these and 

we know from experience 

that junk owns the long tail 
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You may 

sacrifice a 

gem but 

you’ll save 

a lot of 

time by not 

looking at 

all the 

junk. 

 

 


